






















































のような力を持つ物語という表現形式は、広告 （Kang, Hong & Hubbard, 2020）において




































たって実施した。動画制作の活動は、批判的思考（Speed, Lucarelli & Macauley, 2018）、
























タイトル 形式 長さ 内容とリンク













V ４　恵比寿先輩 物語 3:52 男子学生が石見神楽のキャラクターである恵比寿に出
会い、変身するコメディ
https://youtu.be/JWQ6UzxqjUA
V ５　大学生、神楽を知る 物語 5:58 目的意識のない女子学生が石見神楽を愛する男子学生
に出会い、目的を見つけるドラマ
限定公開











































































国籍 ０回 １～５回 ６～ 10 回 16 回以上 合計
ロシア 64 3 1 69
米国 13 10 3 6 32
フィリピン 3 4 7
中国 6 6
その他の国 8 11 1 4 24



















組み合わせ 順位の差 効果量 
r 95%CI Z 値 p 値 調整 p 値
V1 - V2 -0.714 - .191 - .301, - .075 -3.169 .002 .020
V1 - V3 -0.641 - .171 - .283, - .055 -2.847 .004 .048
V1 - V4 -0.703 - .188 - .299, - .072 -3.121 .002 .022
V1 - V5 -1.272 - .340 - .440, - .232 -5.647 .000 .000
V1 - V6 -1.040 - .278 - .383, - .166 -4.617 .000 .000
V2 - V3 0.072 .019 - .098, .136 0.322 .748 1.000
V2 - V4 0.011 .003 - .115, .120 0.048 .962 .962
V2 - V5 -0.558 - .149 - .262, - .032 -2.477 .013 .106
V2 - V6 -0.326 - .087 - .203, .031 -1.448 .148 .738
V3 - V4 -0.062 - .016 - .134, .101 -0.273 .784 1.000
V3 - V5 -0.630 - .168 - .280, - .052 -2.799 .005 .051
V3 - V6 -0.399 - .107 - .221, .011 -1.770 .077 .538
V4 - V5 -0.569 - .152 - .265, - .035 -2.526 .012 .104
V4 - V6 -0.337 - .090 - .205, .028 -1.496 .135 .808
















































































































































































































































換的に用いられるが、誤解される言葉でもあるので、Rabiger & Hurbis-Cherrier （2020）
によるこれらの用語の意味を以下に記載する。
The premise（also called the concept of the film）is the critical, overall idea that 
informs each and every scene and is the heart holding the story together. . . . 
Theme is the underlying intellectual idea, message, statement, or moral of the film. 
If the concept is the heart of your story, then the theme is its soul. A theme should 
provide some sense of illumination about our experience as human beings. （p. 80） （下
線は筆者）
（プレミス［それは映画のコンセプトとも呼ばれる］とは、一つ一つの場面に生命を吹
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A growing number of inbound tourism promoters are interested in the effective 
promotion of traditional performing arts, since inbound tourism is seen as a remedy for 
the declining population of Japanese rural areas. This study explored the characteristics 
of successful inbound tourism videos, focusing on the effect of storytelling. Storytelling 
is a powerful communication tool as human beings naturally seek stories to make 
sense of the world. Using the data from a survey and a focus group, the author tested 
if the videos of Iwami kagura with a story were more effective than those without a 
story, and found the types of the videos were not significantly related to the viewers’ 
willingness to watch Iwami kagura. The author described the characteristics of 
effective inbound tourism videos as having a clear message, foreign language subtitles 
and captions, and improved editing and shooting. It was concluded further research 
is necessary to determine the effect of a story on the motivation for visiting a travel 
destination.
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